Although several prior research projects have focused on the factors that impact on the adoption of information technology, there are limited empirical research works that simultaneously capture technology factors (UTAUT2) and customer specific factors (perceived technology security and intention to recommend) helping users adopt internet banking. Thus, the current study aims to develop an integrated technology adoption model with extended UTAUT model and perceived technology security to predict and explain user's intention to adopt internet banking and intention to recommend internet banking in social networks. A quantitative approach based survey was conducted to collect the data from 398 internet banking users. For statistical analysis, structural equation model (SEM) approach was used. Convergence and divergence with earlier findings were found, confirming that performance expectancy, effort expectancy, social influence, hedonic motivation and perceived technology security had significant influence on user's intention to adopt internet banking. Additionally, IPMA analysis show that among all constructs hedonic motivation and perceived technology security had the highest impact on user's intention to adopt internet banking. For researcher, this study provides a basis for further refinement of technology adoption model while for practitioner improving security factor (perceived technology security) may turn users towards adoption of internet banking.
Introduction
In recent years, banking sector has evolved in information technology for its internal business operation and banking services. In effect, providing branchless banking services to customers has become a big challenge for all banks (Rahi, 2015) . Banks are trying to discover different ways to dematerialize customer relationship with physically banking system (Rahi & Ghani, 2016) . Owing to this, the adoption of internet banking services will not only beneficial for banks but it will also give an opportunity to banks to satisfy their customers from a distance (Frye & Dornisch, 2010; Martins et al., 2014; Rahi, 2016a) . However, banks are facing difficulties to fully maximize their operations and this attributes to customer's unwillingness to adopt internet banking irrespective of the benefits (Martins et al., 2014) . Internet banking refers to the use of the Internet as a remote delivery channel for banking 140 services (Samar & Mazuri, 2016) . For banks, technology has emerged as a strategic resource to achieve high efficiency, control of operations, productivity and profitability (Samar Rahi et al., 2017) . Meanwhile for customers, it is a dream of banking anywhere and anytime. Internet banking is convenient for customers while for banking it is a source of cost reduction and better delivery of customer services (Rahi, 2016b; Rahi & Ghani, 2016) . Despite the surge of information internet technology across the globe, internet banking adoption is still a big challenge in banking sector of Pakistan. A recent report issued by state bank of Pakistan revealed that there was a squeak growth in internet banking which is only 3%. Question arises why customers are reluctant to use internet banking while it is convenient and advantageous. According to Susanto et al. (2011) , in spite of rapid growth of information and technology there are still a large number of individuals who prefer to use traditional banking services. Similar to this, Nasri and Charfeddine (2012) illustrated that a number of individual access Automated Teller Machine (ATM) but they are unwilling to use internet banking services. Thus, it is crucial to analyse the genuine perception of people's willingness to adopt these technologies. In order to identify which factors influence on user's intention to adopt internet banking we merge an existing and empirically validated theoretical model (UTAUT2) with perceived technology security. Hence, this study may help banks understand which factors influence on user's intention to adopt internet banking and how they can improve internet banking system for potential customers.
Literature Review

Extended unified theory of acceptance and use of technology (UTAUT2)
The unified theory of acceptance and use of technology (UTAUT) was introduced by Venkatesh et al. (2003) . Since its inception, researchers have increasingly tested it in organisational context (Venkatesh et al., 2003) . Therefore, it was extended (UTAUT2) by adding three core constructs namely: hedonic motivation, price value and habit. The details of these constructs are as follows.
Performance expectancy (PE)
Performance expectancy (PE) is defined as the extent where user perception of performance excel by use of Internet banking on tasks, i.e., individual believes that using Internet banking will help to attain benefits in performing banking operations . Performance expectancy in other models is described as perceived usefulness, relative advantage, outcome expectancy and extrinsic motivation. According to Alalwan et al. (2014) performance expectancy is considered as a term of utility that is encountered during the use of internet banking. Previous studies have found significant influence of performance expectancy on user's intention to adopt internet banking (AbuShanab et al., 2010; Martins et al., 2014; Rahi et al., 2018; . Therefore, we hypothesized performance expectancy as:
H1: Performance expectancy positively influences on user's intention to adopt internet banking. Rahi et al. (2018) explained effort expectancy as, the degree of ease related with the use of internet banking. Effort expectancy positively influences on user's intention, when they feel internet banking is easy to use, and not required much effort (Zhou et al., 2010) . According to Zhou et al. (2010) when user feels that internet banking is easy to use and does not require much effort, there is a high chance to adopt internet banking. Previous studies have confirmed that effort expectancy positively influence on user's intention Thompson et al., 1991) . Thus, effort expectancy is proposed as:
Effort expectancy (EE)
H2: Effort expectancy positively influences on user's intention to adopt internet banking.
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Social influence (SI)
Originally, social influence was derived from subjective norm, social factors and image. Social influence is defined as the effect of environmental factors, for instance the opinions of user's friends, relatives . Authors like, Chaouali et al. (2016) postulated that an individual who believes that important others believe his usage of new product or services will be more inclined to use these products or technology services. Similarly, Martins et al. (2014) stated that social influence has significant influence on user's intention to adopt internet banking. Thus, social influence is hypothesized as:
H3: Social influence positively influences on user's intention to adopt internet banking.
Facilitating condition (FC)
Facilitation condition was derived from perceived behavioural control and compatibility. Facilitating conditions is explained as the effect of organizational and technical infrastructure to support the use of Internet banking, such as user's knowledge, ability, and resources . Authors like, Venkatesh et al. (2012) stated that facilitating condition refers to consumers perception of the resources and support available to perform a behaviour. In internet banking context, Martins et al. (2014) have found significant influence of facilitation condition on user's intention to adopt internet banking. Thus, we hypothesised facilitating condition as:
H4:Facilitating condition positively influences on user's intention to adopt internet banking.
Hedonic motivation (HM)
Hedonic motivation is defined as the fun or pleasure derived using a technology. It has been found to be an important construct in determining the technology adoption (Venkatesh et al., 2012) . Hedonic motivation has played an important role in e-payment platform. In information system research, hedonic motivation has seen as user's perceived enjoyment whereas in consumer context it is found as important determinant of user's intention to adopt technology (Venkatesh et al., 2012) . In internet banking context, we see hedonic motivation as enjoyable service that leads towards technology adoption. Thus, we proposed hedonic motivation as a predictor of user intention to adopt internet banking. We hypothesised hedonic motivation as:
H5: Hedonic motivation positively influences on user's intention to adopt internet banking.
Price value (PV)
Price value is defined as the consumer's cognitive trade-off between the perceived benefits of the technologies and the monetary cost of using them (Venkatesh et al., 2012) . In marketing research, the monetary cost is usually conceptualized together with the quality of the products or services in order to determine the perceived value of the products or services . Price value may have significant influence on consumer adoption of new technology. For instance, short messaging services are popular in china due to lower price of SMS relative to other types of services (Venkatesh et al., 2012) . The Price value is perceived having positive impact on customer's intention when the perceived benefits of using a technology is greater than the monetary cost (Venkatesh et al., 2012) . In financial sector, price value is studied in mobile payment context by Oliveira et al. (2016) . In internet banking setting, we assumed that price value has positive impact on user's intention to adopt internet banking. Thus, we hypothesised price value as:
H6: Price value positively influences on user's intention to adopt internet banking.
Habit (HT)
Habit is defined as the extent to which people tend to perform behaviour automatically because of learning (Limayem et al., 2007 ).
Author's like, have associated habit with automaticity. The role of habit in technology use has identified as an important determinants which influence on technology use (Venkatesh et al., 2012) . According to related to operationalization, habit as prior use is found a strong predictor of future technology use. Similarly, Limayem et al. (2007) confirmed that an operationalization of habit had direct influence on technology use and technology adoption. In internet banking context we assumed that customers having automaticity in behaviours tends to adopt internet banking. Thus, we hypothesised habit as:
H7: Habit positively influences on user's intention to adopt internet banking.
Perceived technology security (PTS)
Perceived technology security is defined as the buyer's perception about a seller's inability and unwillingness to protect monetary information (Salisbury et al., 2001) . Information security analyses the potential feelings of uncertainty in using a technology. Author's like Oliveira et al. (2016) stated that perceived technology security has positive influence on customer's intention to adopt mobile payment. In internet banking context we assumed that secured transaction on internet banking website will drive user's to adopt internet banking. Thus, perceived technology security is hypothesised as:
H8: Perceived technology security positively influences on user's intention to adopt internet banking.
Intention to recommend
Social networks are bringing several challenges and opportunities to companies, as they are free to express their experiences about product and service. Having good experience will drive customers to adopt new products or technologies. Customer's having positive intention towards online payment will have positive intention to recommends Internet services to others. Like in prior research it is confirmed that customers with higher intention to adopt a new technology are more likely to become adopters and to recommend the technology to others, (Miltgen et al., 2013) . Similarly, it is suggested that consumers' high acceptance intention can influence on users intention to recommend the technology in social networks (Oliveira et al., 2016) . In internet banking context we added a debate that customers with intention to adopt internet banking will recommend internet banking to others. Thus, user's intention to recommend is hypothesized as:
H9: User's intention to adopt internet banking has positive influence on user's intention to
recommend internet banking.
Development of theoretical framework
Previous studies agreed upon the need for adding other variables in UTAUT2 to serve as determinants of the major construct since the original model lacked such determinants for instance perceived technology security (Oliveira et al., 2016) . According to consumer acceptance of new technology is a complicated phenomenon that requires more than a single model. Thus, the proposed model is combined key factors of UTAUT2 with perceived technology security in order to understand which factor influence on user's intention to adopt internet banking. The research model is presented in Fig.1 .
Fig. 1. Research Model 3. Research methods
Data collection and sampling
In order to collect internet banking user's data, we first required permission of commercial bank in Pakistan. After that, seven hundred and fifty questionnaires were distributed among internet banking users. The participation was voluntary, internet banking users were requested to fill the questionnaire and return to bank staff. The survey was conducted in two large cities of Pakistan namely: Lahore and Islamabad in order to have an appropriate sample representativeness of the population. Three hundred and ninety eight (398) valid questionnaires with a response rate of 53% were received for data analysis. Data was collected through convenience sampling. Convenience sampling is defined as a process of data collection from population that is close at hand and easily accessible to researcher (Rahi, 2017) .
Instrument development
This study is followed positivists paradigm. Positivists believe in employing quantitative approach for data analysis and support objectivity to define their ontological statements (Mazuri et al., 2017) . Thus, questionnaire was developed to measure the respondent's observation and perception towards internet banking technology. The survey questionnaire is divided into two parts. The first part of the questionnaire is about demographic profile of the respondents. While, the second part of the questionnaire comprises measurement items of performance expectancy, effort expectancy, social influence, facilitating condition, hedonic motivation, price value, habit, users intention to adopt internet banking and user's intention to recommend. Measurement items of performance expectancy, effort expectancy, social influence, facilitating condition and intention to adopt internet banking were adopted from . Whereas, measurement items of perceived technology security and intention to recommend were adapted from Oliveira et al. (2016) . Each item was measured on a seven-point Likert scale, ranging from 1 (strongly disagree) to 7 (strongly agree). The questionnaire was created and administrated in English language.
Respondent's profile
Findings of our results suggested that majority of the respondents were females (58.5%) while males were (41.5%). The age of the respondents 8.5% is for less than 20 years, 38.4% that counts at age between 21 to 30 years, 24.4% for 31 to 40 years, 12.1% for those respondents who have age between 41 to 59 years, 11.1% was customers having age 51 to 60 and above 60 there were only 5.5% 144 respondents. Additionally, findings revealed that most of the participants had graduate level qualification (n=198, 49.7%) followed by those who had post graduate qualification (n=121, 30.4%). The number of the respondents who had qualification below high school were at the lowest level (n=11, 2.8%).
Data analysis and results
For the purpose of data analysis structural equation modeling (SEM) was employed. SEM is a technique to estimate causal relationship among variables. Following two-stage analytical procedure, measurement model is analysed first to assess the reliability and validity of the instrument and then hypotheses were tested through structural model. The detail descriptions of both measurement model and structural model are summarised in following sections.
Measurement model
The measurement model needs to be assessed for construct validity, indicator reliability, convergent validity and discriminant validity. Convergent validity is ascertained by examining indicator loadings. In this study, factor loading values are supported as recommended by Chin (1998) , threshold level of 0.6. All indicators values were above 0.6 that indicates the validity of the construct. The convergent validity was also confirmed through estimation of average variance extracted (AVE) as recommended by Fornell and Larcker (1981) , values must be greater than 0.5. Finally, composite reliability was assessed and all values exceeded 0.7 as recommended by Hair et al. (2011) . Table 1 describes the results of measurement model. Discriminant validity assess the extent to which a concept and its indicators are differ from another concept and its indicator (Fornell & Larcker, 1981) . Discriminant validity is measured by examining the correlation between the measures of the potential overlapping constructs (Fornell & Larcker, 1981) . According to Compeau et al. (1999) the average variance shared between each construct and its measure should be greater than the variance shared between the constructs and other constructs. Table 2 showed the results of discriminant validity, all the diagonal values (square root of AVE) are greater than off-diagonal values (correlations between the construct) indicates that the measure is discriminant. Another method to assess discriminant is the measurement of cross-loading. Cross loading can be done by comparing an indicator's outer loadings on the associated constructs and it should be greater than all of its loading on the other constructs. Table 3 demonstrates that all the loadings are greater than the correspondent cross-loadings. According to Henseler et al. (2015) discriminant validity can be assessed through multitrait and multimethod matrix, namely the Heterotrait-Monotrait Ratio (HTMT). Using HTMT criterion, if the values are greater than HTMT 0.85 value of 0.85 Kline (2011) or HTMT.90, Gold et al. (2001) indicate there was a problem with discriminant validity. As shown in Table 4 all the values are lower than the required threshold value of HTMT.85 by Kline (2011) and HTMT .90 by Gold et al. (2001) indicating that discriminant validity is valid for this study. Besides, the results of HTMT inference also show that confidence interval does not show a value of 1 on any of the constructs Henseler et al. (2015) , which also confirms discriminant validity. 
Analysis of structural model
Moving further with smart-PLS data analysis, a SEM was performed to assess the strength of proposed model for this study. In order to assess the structural model, lateral collinearity test (VIF), values and corresponding t-values were estimated. Findings of these analyses are discussed below.
Lateral collinearity assessment
Lateral collinearity was assessed with collineraity satatistics VIF. According to Kock and Lynn (2012) although vertical collinearity are met, lateral collinearity (predictor-criterion collineraity) may sometimes misled the findings. Diamantopoulos and Siguaw (2006) stated that, values of VIF 3.3 or higher, indicate a potential collinearity issue. Therefore, Table 5 showed the inner VIF values of the independent variables users intention to adopt internet banking that needs to be examined for multicollinearity are less than 5 and 3.3, indicating lateral multicollinearity is not a concern in this study (Hair Jr et al., 2014) . 
Hypotheses testing
Next, we proceeded with the path analysis to test the hypotheses. Hypotheses were tested running a bootstrapping procedure with a resample of 5000, as suggested by Hair Jr et al. (2014) . Table 6 demonstrates the PLS estimation results. Findings of the structural model results revealed that, the relationship between performance expectancy and user's intention to adopt internet banking is significant by H1: PE (β = 0.180, p< 0.000). Effort expectancy has significant influence on user's intention and supported by H2: EE (β = 0.128, p< 0.002), Social influence is positively related with user's intention and significant H3: SI (β = 0.132, p< 0.001). However, contrary to our expectations the relationship between facilitating condition and user's intention to adopt internet banking is not significant H4: FC (β = 0.070, p< 0.053). Next to this, the relationship between hedonic motivation and user's intention to adopt internet banking is significant and supported by H5: HM (β = 0.408, p< 0.000). However, the relationship between price value to user's intention is not confirmed H6: PV (β = -0.035, p< 0.200). Similar to this, the relationship between habit and user's intention to adopt is not significant H7: HT (β = 0.037, p< 0.222). Therefore, the relationship between perceived technology security and user's intention to adopt internet banking is significant H8: PTS (β = 0.241, p< 0.000), followed by user's intention to adopt and user's intention to recommend having significant relationship H9: INT (β = 0.783, p< 0.000). 
Evaluating effect sizes
The results of structural model showed that values for user's intention to adopt internet banking was 0.664 which is acceptable as suggested by Cohen (1988) . Similarly, values for user's intention to recommend internet banking was 0.614 which is also acceptable and has large impact as suggested by Cohen (1988) . Table 7 presented that among all other constructs the effect size of H5 and H9 have large effect sizes, whereas all other constructs have small effect sizes. The values of is greater than 0, (0.490) for user's intention to adopt internet banking and (0.552) for user's intention to adopt internet banking which indicted that research model has good predictive relevance.
Importance performance matrix analysis (IPMA)
As an extension to the results of the study, we employed a post-hoc importance performance matrix analysis (IPMA) using intention to adopt internet banking as outcome variable. According to Hair Jr et al. (2016) , IPMA builds on PLS estimates of the structural equation model relationship and includes an additional dimension to the analysis of that latent constructs. Importance performance matrix map as depicted in Fig. 2 show that, hedonic motivation had the highest importance in order to influence on user's intentions to adopt internet banking followed by perceived technology security. Therefore, price value was found the least important factor to predict user's intention. For managers, it is important to focus on hedonic motivation and perceived technology security in order to enhance user's intention towards adoption of internet banking. The results of this study provide support for the research model presented in Fig.1 and regarding hypotheses directional linkage. The explanatory power of our model had an R-square of 66.4% for user's intention to adopt internet banking and an R-square of 61.4% for intention to recommend internet banking to others, suggesting that extension of UTAUT2 with perceived technology security is capable of explaining a high proportion of variation of intention to adopt internet banking and intention to recommend internet banking. Previously researchers have focused on the factors that impact on the adoption of information technology, there is a limited empirical research work that simultaneously captures technology factors and customer specific factors that help user's adopt internet banking. Thus, the study has aimed to develop an integrated technology adoption model with extended UTAUT and perceived technology security to predict and explain user's intention to adopt internet banking and intention to recommend internet banking in social networks. Convergence and divergence with earlier findings were found, confirming that performance expectancy, effort expectancy and social influence have significant influence in user's intention to adopt internet banking and these findings are consistent with previous study conducted by Rahi et al. (2018) . Contrary to our expectation we found that facilitating condition, price value and habit linkage with intention to adopt internet banking were not valid, these findings are consistent with Oliveira et al. (2016) . We extend the analysis and ran post-hoc analysis IPMA, findings showed that among all constructs hedonic motivation and perceived technology security have the highest impact on user's intention to adopt internet banking. For researcher this study provides a basis for further refinement of technology adoption model while for practitioner improving security factors may increase user's adoption.
Theoretical and managerial applications
In terms of theory building this study attempts to develop a new theory by grounding new variables in an integration of UTAUT2 and perceived technology security. It is important to note that new variable -perceived technology security-is compatible with UTAUT2 model. Thus, the proposed model makes an important contribution in emerging e-commerce literature, especially with regard to internet banking adoption.
In managerial context, the results of this study shed light on some important factors led to user's adoption intention. First, although other UTAUT factors such as performance expectancy, effort expectancy and social influence had significant impacts on user's intention therefore importance performance analysis has revealed that among all other factors hedonic motivation maintained the maximum impact on user's intention to adopt internet banking. Second, the most important contribution of this study is the study of user's recommendation. We have found that user's intention could lead to user's recommendation intention. Finally, the results also have revealed that perceived technology security was the second most important factor in determining user's intention.
Thus, we suggest that user's intention towards adoption of internet banking may enhance if policy makers focus on factors such as hedonic motivation and perceived technology security in order to increase user's confidence in internet banking services.
Limitations and directions for future research
This study has limitations that provide the impetus for further research in this field of investigation. First, our research is cross sectional and measures the internet banking user's intention at one point in time that may be less generalizable as compared with longitudinal study. Second, this study is predicting user's intention therefore future research may conduct on customer's actual usage behaviour. Finally, testing of this newly developed integrated technology model in other developing or nondeveloped countries may useful for the further generalization of the model.
